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Start with the basics

Things you need to know — that no one will teach you

Mixed
methods, It depends...
wherever No, seriously!
you can

People need

to like you
to trust you

KISS
when you
communicate

Know when

to let go
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What does success look like?

# different

# studies run methodologies

Indicator of coverage and decisions

. : The right balance of proactive and
influenced by customer input

reactive studies, a diverse set of
methodologies to support unique needs

# teams supported

# users interviewed UX, Product, SEO, Content Strategy,

Research and Market Intelligence,
Competitive Intelligence, Product
Analytics, Engineering, etc.

Capture of diverse perspectives as
indicated by the quantity and quality of
users and potential users interviewed

*OKR: CSAT + UX-Lite




What does success look like?

Current state of UXR /

Proactive ] Reactive

Future state of UXR

The Human Insight Summit




Framing the methodologies

The Human Insight Summit

RIGHT PROBLEM

|dentify, understand, and
guantify experience
quality and users’
unmet needs

RIGHT SOLUTION

Evaluate usefulness
and problem-solutions fit
of new product or
feature concepts

DONE RIGHT

Measure
and improve the usabillity,
content, navigation,
etc. of design solutions




Framing the methodologies

Current state of UXR

.@@.

The Human Insight Summit

" 1"

B

'
=

B Right Problem

ey’

—O| =

S

X
2

ﬂ\\%@g mb

B Right Solution

/

Il Done Right

Future state of UXR




Framing the methodologies

) - ¢
° ° Ethnographic study Competitive analysis Usability testing
Diary study Journey mapping Benchmark testing
User interview Write user stories Heuristic evaluation
Internal stakeholder Card sorting User perception surveys
interview Concept testing Accessibility evaluation
Requw_ements a'_“d Preference testing Tree testing
constraint gathering .
®e
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Baseline unmoderated usability metric

@ O
Qualitative Quantitative
* Open-ended questions « CSAT
* Verbal response « SUS
« Written response « NPS

« SEQ

e ToT

Attitudinal

* Previous experience

* Expectations

* Overall impression

Behavioral

e Task completion
« Task success
 Error rate

 Sentiment
v 5 X
_ A
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Purpose of the ‘Learning Plan’

Shared vision

ldentify

roadblocks
early

fC

Flexible level
of effort

4

Adaptability,
efficiency

The Human Insight Summit




Purpose of the ‘Learning Plan’

What UXR will do What PARTNERS will do

i |.| i
Once 30-60 min. 6-8 Define Review Collaborate
a quarter stakeholders guestions roadmap




Documentation Is key

Q1: Initiative Goal Methodology Assigned To KPI(s) Progress Start Date # Days Expected
Add incremental Improve the YMM page with clarifying copy Usability Test | Shanice / Bruce
value to entice YMM removal Usability Test | Shanice / Bruce
and delight Combine EV pages (SLP and editorial) for SEQ. understand user needs for content and Google results Interviews
consumers Specs Page content on style page (make sure that user details are captured properly) Usability Test
Initiative Milestone Descriptior Assigned To Progress
Annette 100% 9/26/2018 4
Concept
Recall Goal: Build Travis 25% 10/3/2018 7
- z A/B Test
and monetize this
Research or initiative
Date Impact metric or description study/source Researcher(s) Research type Level of support  Impact type Impact level/scale Area/team Relevant links
] Time t0 research
Jan 6, 2023 Time to research decreased from 10 days to 5 days initiative Nikiki Anderson _ N/A v Optimizing process Product team * Al product teams
Overall stakeholder satisfcation survey metric Q4 stakeholder
Jan 23, 2023 increased from 60% to 80% satisfaction survey Nikiki Anderson  Survey v N/A v Product team ¥  Growth, Acuisition
Persona was used as a way to priortize Q2
projects across all product teams and was cited as
Feb 2, 2023 a reason for prioritization for projects Pesona study Nikki Anderson Deliverable v High v Cross-oepantment.. ¥ Al product teams Link to Persona study
Daily usage of X feature increased from 5% to 20%
after research on how to improve the onboarding Onboarding process
Feb 17, 2023 experience and subsequent design changes research study Nikki Anderson Quaitative u v Medium v Product team § *  Onboarding team Link to study
Presentation of how 10 engage better with users at
UXinsights conference, made many connections
Feb 28, 2023 within the community Conference talk Nikki Anderson  Community v N/A v Community (Community  ~) Link to talk
Reduction in bugs within the holistic experience by Holistic heuristic
Mar 2, 2023 20% evaluation study Nikki Anderson m High v Cross-department.. ¥
Growth and retention
March 6, 2023 identified top three reasons for chum in customers Churn study Nikki Anderson Survey v High v Product team * teams
- - -
- - -
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Data visualization makes all the difference

| ] -
« KISS : Keep It Stupid Simple
Task Customer Satisfaction (CSAT) System Usability Score (SUS) Single Ease Question (SEQ) . p p p
Imagine you own a 2014 Volkswagen Passat
vehicle. Navigate the site to generate an estimate
for the value of this vehicle. You may use VIN:
1VWAP7A35EC064572 or the provided Year, Make 94% 80% 77%

& Model to help with completing the task. 2 2.2% MOM a 2.2% MOM a 2.2% MOM

« Use the right graphs

2 Eali |~ * Collaborate with Designers (or others)

Success Rate

e R o L T T * Color can enhance story, but balance

Task Rate Success
— CSAT SuUS SEQ
« Accessibility should be incorporated
Laggers Below Average Above Average Leaders
Customers not satisfied Inferior satisfaction Considerable satisfaction Customers satisfied and

and poor usability and/or usability and/or usability good usability ° B - d | reCt and Clear Wlth Words

L Does Not Meet Expectation Il Meets Expectation ' ° K eep I ear N | N g I %j

Benchmark

UX-Lite 76.9 CSAT 75 y |
-
J
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Remember your target audience level

Satisfaction

'SCORE

-% MoM

Research Waluation

Find expert and/or consumer SuUs: 00 Estimate the value of my
reviews on vehicles CSAT: 00 current vehicle

Research vehicles | am SUS: 00

niaresiad In CSAT: 00 Get an instant cash offer

Research the Fair Market SUS: 00 Understanding pricing of a
Range for a specific vehicle CSAT: 00 vehicle | am interested in buying

SUS: 00
Compare vehicles CSAT: 00

View vehicle photos and SuUs: 00
videos CSAT: 00
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Usability

-% MoM

Shopping

Filter for a specific vehicle

Compare vehicles

Set alert / notification (save
search)

Save listings to favorites

Search by budget / payment
(My Wallet)

CSAT: 00

Usability And Product Satisfaction Scores For CAPTG Products

1.5
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Usability

) Autolrader
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How to scale insights enterprise-wide

Start with the
basics

Build relationships first
before you measure UX

Democratize the
research

You don’t have to do it
alone

]

Know who your
target audience

1S No need to reinvent the
wheel

Keep It simple

Remember to speak their
language

Thereis no one Documentation

right way to IS key

measure

Use what you already

have % This is a marathon,
not a sprint!
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Thank you!

Questions?




